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THE 
GREAT IN QUALITY. 


Mr. W. R. Hearst of the San Fran- 
cisco Examiner has capped the climax 
in the matter of World’s Fair special 
numbers. His souvenir issue of the 
Columbian Exposition, covering 120 
copiously illustrated pages and inclosed 
in an artistic wrapper in colors, reached 
the Recorder office yesterday, and the 
Recorder hastens to salute it as a big 
thing. Itis great, not only in quantity 
but in quality. Of this leviathan of 
special newspaper editions half a mil- 
lion copies were printed, covering alto- 
gether 64,000,000 pages of matter, and 
weighing 437% tons. Mr. Hearst 
claims that this is ‘‘the greatest paper 
ever issued in the world,” and we 
guess his claim will have to be allowed. 
The Recorder congratulates the Zxam- 
ingr and its go-ahead editor on this 
mbdst notable expression of the genius 
and spirit of the progressive press of 
the Golden Gate.—New York Recor- 
der, June 11, 1893. 


- 








A HERCULEAN PRODUCTION. 


The West takes the lead in boldness 
and enterprise in publishing. 

The San Francisco Examiner has 
just issued a World’s Fair edition of 
120 pages. Every line rings of West- 
ern progress and intellect. The ad- 
vertising for the issue amounts to $70,- 


The beautiful descriptions of our 
lovely California are of real value to 
literature.— Boston Daily Traveller, 
Fune 10, 1893. 


CLAIM ALLOWED. — 


No, 25. 





THE LARGEST IN THE WORLD. 


The San Francisco Examiner has a 
Columbian edition of 120 pages, with 
a handsomely illustrated cover. It * 
contains a number of very attractive 
articles, including a romance by Kip- 
ling,a story of African life by Stanley, 
a contribution by Joaquin Miller, nu- 
merous illustrated articles on Cali- 
fornian places and other specially at- 
tractive features. This is the largest 
newspaper ever published in the world 
up to date, and entitles its enterprising 
managers to the belt. We tender it 
the assurance of our most distinguished 
consideration.—New York World, 
June 11, 1893. 


a 


THE LARGEST EVER ISSUED. 





The San Francisco Examiner's 
special World’s Fair edition, published 
last Sunday, has reached New York. 
It is the largest issue of a daily paper 
ever sent out from a printing office, and 
contains 120 pages. It is filled with 
interesting and valuable reading mat- 
ter, a special feature being made of the 
history of the development of Califor- 
nia and Californian institutions, The 
cover is printed in colors, the gen- 
eral typographical appearance of the 
paper is neat and the press-work ex- 
cellent. We congratulate our contem- 
porary on its enterprise and on the 
possession of a staff and a plant capa- 
ble of turniny out such good work.— 
New York Tribune, June 11, 1893. 


The Greatest Newspaper Ever on Earth, 


E. KATZ, Eastern Agent, 
186 & 187 WorLD BuILpING, New YORE. 
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> Country Papers 


reach the masses in the country all 
the year round. In the summer sea- 
son they are read, besides, by their city 


cousins, friends and boarders. 


% 


More readers are reached during 
summer months than during winter 
months. 
when properly done. 


% 


One-sixth of all the country read- 
ers of the United States are reached 
weekly by the 1400 local weeklies 
of the Atlantic Coast Lists. 


% 


One order, one electrotype, does 
the business. 
Catalogue free. 


% 
ATLANTIC COAST LISTS, 


134 Leonard Street, New York. 


Summer advertising pays 
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BILL-POSTING NOTES. 
Bv Wm, Reagan. 


It does not require a very great 
stretch of memory to recall the time 
when bill-boards were almost exclu- 
sively devoted to amusements. Not 
longer than fifteen years ago commer- 
cial advertisers began to use space on 
bill-boards, and as near as I can re- 
member umbrellas were the first arti- 
cles advertised in this way, and patent 
medicines came next. The umbrella 
competition was fierce and hot, and 
also short-lived, while the paper of C, I. 
Hood and Warner’s Safe Cure has 
probably occupied more space on bill- 
boards and in similar forms of out- 
door advertising than that of any other 
patent medicines. In New York, Hood 
has splendid positions at the foot of all 
the L stations—the position, like the 
medicine, being ‘* peculiar to itself.” 

Among other concerns that use bill- 
boards in New York to advertise arti- 
cles that are well known are the own- 
ers of O. F. C. Whisky and Admiral 
Cigarettes. The Admiral people, I 
understand, are spending money on 
bill-board space at the rate of $20,000 
a year. 

The latest commercial concerns to 
use this form of advertising are the 
local retailers, who were formerly 
identified almost entirely with newspa- 
per advertising, and who still spend a 
large proportion of their advertising 
appropriation with the newspapers. 
The big dry goods concern of Ridley 
& Co. is the leader in this respect. 
Williams & Co., of 125th street and 
Third avenue, and D. S. Walton, at 
51st street and Eighth avenue, and 
others also spend considerable in poster 
advertising. There are many firms of 
local retailers who spend $5,000 and 
over a year in this way. Then, out- 
side of liquor and tobacco advertise- 
ments, there is Sapolio, Higgins’ 
Soap, Dixon’s Stove Polish, Reckett's 
Blue, and lots of other articles. 
Nicoll the tailor, uses lots of space, 
probably spending $10,000 a year in 


New York City alone for paper and 
putting up and rent of space. Choc- 
olat Menier is branching out in great 
shape, and I have recently made a 
$50,000 contract with the concern. 
The contract calls for their paper being 
displayed in about every city and town 
of any size in the country. It is dis- 
tributed in this manner ; I receive the 
paper and ship it to a bill-poster in 
each town, sending from twenty-five to 
five hundred sheets to each place, ac- 
cording to its size. The sticking up 
is done by the loca! bill-posters, from 
whom I get a commission of ten per 
cent. In this respect my relations 
With the advertiser are similar to those 
of a newspaper advertising agent. An 
advertiser can place paper on bill- 
boards cheaper in a big city than in 
small places. This is because there 
are usually a number of bill-posters in 
large cities, and the competition regu- 
lates rates, while in small places there 
is usually a monopoly, and the local 
magnate charges about what he chooses. 

A short time ago walls and fences 
were in great demand, especially along 
the line of the L roads, but now they 
are being relegated to the rear, and 
roofs and sides of houses are becom- 
ing popular. They are considered as 
choice space, and many owners of 
comparatively small houses receive 
$300 a year for the use of the roofs 
alone. 

I do not think that the commercial 
advertisers, who use bill-board and 
other similar space, decrease their 
newspaper advertising. On the con- 
trary, I know of a number who have 
used more newspaper space since they 
have gone into bill-boards. They 
seem to regard it as an accessory to 
newspaper, magazine, L and horse car 
and other advertising. 

The Bill-Board Law, which was 
passed in 1877, did much to help the 
business, especially with general ad- 
vertisers. Previous to that time many 
pirates pasted paper over other pos- 
ters, and were brought to no particular 
account for it. The law stopped this 
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by making it an offense, punishable by 
a fine of $10, to paste over paper with- 
out the consent of the owner. The 
regular New York rates for posters 
are 3 cents a day for a one-sheet 
poster on an ordinary bill-board. An 
eight-sheet poster is 24 cents a week, 
there being very little discount. 

For a 9x7-foot space on a good roof 
we frequently get $25 a week. 
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IMPROMPTU ADVERTISING, 
By Fohn S. Grey. 

The aptitude for utilizing current 
events successfully as a vehicle for 
one’s advertising is extremely rare. 
A great many try to be ‘* up with the 
times,” as they call it ; but the failures 
to produce anything ingenious enough 
to be attractive greatly outnumber 
the successes. Yet this facility for ex- 
temporaneous adaptation of popular 
topics in an advertisement is one of 
the chief elements necessary among 
the many essential qualities of an 
‘* expert.” 

Probably a few striking examples of 
impromptu advertising may be of in- 
terest to those readers who like to be 
‘*up to date” in their own announce- 
ments, so I present a few instances 
which I remember to have been very 
successful, even from a financial stand- 
point, which, by the way, is not al- 
ways the main object of shrewd adver- 
tisers. 

The winter and spring of 1886 were 
disastrous seasons to the working 
classes of the English metropolis, and 
it was estimated that over 200,000 men 
were out of employment in London at 
that time. In response to the clamors 
of this vast army of idle workmen, a 
fund was opened at the Mansion House 
for the relief of the sufferers. Like 
all public charities, however, the dis- 
tribution of this fund was extremely 
tardy, and many were the bitter out- 
cries against delay and sarcastic allu- 
sions to the phrase, ‘‘ Live horse, and 
you'll get oats.” Many were half- 
starved before they received any relief, 
but even out of all this misery the 
American advertiser was able to pose 
as a real benefactor and reap in the 
shekels as well. 

‘* Yours merrily,” John R. Rogers, 
then the husband-manager of Miss 
Minnie Palmer, had his star fulfilling 
a six months’ engagement at the Strand 
Theatre. Johnnie and Minnie talked 
over the matter of the London poor 
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crying for bread, and both agreed that 
it was ashame. Minnie would gladly 
give £100 to the fund, but what was 
the use when the hungry people would 
not get a penny of it for a week or ten 
days? Johnnie had a better way of 
spending that hundred pounds. 

So he called a cab and was driven 
off to the head office of Mr. Neville, 
the great London baker, a man whose 
200 wagons supply the city with tons 
of pure white bread every morning. 
Mr. Neville’s loaves retail at six cents, 
but he took a contract from Rogers to 
supply 10,000 loaves at five cents 
apiece to the Strand Theatre next even- 
ing, the only stipulation on Mr, 
Rogers’ part being that each loaf should 
be specially branded on the bottom : 
‘* Minnie Palmer—My Sweetheart.” 
Then he inserted an ad in all the next 
morning’s papers, which read that be- 
tween the hours of three and six, that 
afternoon, free bread would be dis- 
tributed to the needy poor at the stage 
door of the Strand Theatre. Every 
paper in London commented on Miss 
Palmer’s practical sympathy with the 
poor, provincial journals copied the 
eulogies, ‘‘and the fame thereof went 
abroad into all that country.” 

That edition of 10,000 loaves was 
snapped up in less than an hour, At 
least five times as many people applied 
as there were loaves, but it was a case 
of ‘‘ first come, first served.” 

Talk about throwing your bread 
upon the waters! John R. told me 
subsequently that $2,000 would not 
have bought the free advertising he got 
for his star. Yet not one in a hundred 
people ever ‘‘ tumbled !” 

At the end of the first celebrated 
Tichborne trial, when Arthur Orton 
was suing for possession of the baro- 
nial estates, judgment was not only 
given against him, but he was arrested 
for perjury, 

An enterprising tailor put out this 
appropriate dodger the morning after 
the plaintiff was non-suited : 


THE CLAIMANT LOSES HIS SUIT, 


but we can make him a more satis- 
factory and less expensive one to order 
on short nctice, Scotch Tweeds and 
Cheviots £2 2s. 


a“ 


It caught the town, simply because 
the Oxford Street tailor was quick to 
avail himself of an opportunity. The 
Tichborne case was the absorbing topic 
of the hour, and so the catchy dodger 
interested everybody who saw it. 

The morning after the last Presiden- 
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tial election the newspapers contained 
this impromptu advertisement from a 
Brooklyn shoe house. By many peo- 
ple, therefore, it was read simultane- 
ously with the returns and result. 

The Democrats now are beginning to show 

How they won the great battle for Grover, 
They wore Cousins’ shoes, that’s the reason, 

you know, 

Why they had such an easy walk over! 

One can see at a glance that this 
quatrain could have been easily changed 
in favor of the Republican party had 
the election gone the other way, so we 
may reasonably suppose that the verses 
were prepared ahead. But it was the 
timely appropriateness of the jingle 
that *‘ caught on,” much more than the 
party sentiment it contained. 

It is recorded that one of the drivers 
of Adams’ Chewing Gum wagons, 
while carting a load of goods to Har- 
lem during the heat of last August, 
saw a well dressed man, who was evi- 
dently intoxicated, ‘‘ resting” at full 
length on the sidewalk somewhere up- 
town on Third avenue. The recum- 
bent party was surrounded by an 
amused crowd of on-lookers, but no po- 
liceman was in sight. The advertising 
instinct suddenly seized the driver of 
the wagon, who dismounted, and, el- 
bowing his way to the prostrate man, 
tied around his neck a card bearing the 
well-known legend : 


*“*FOR THAT FULL FEELING 
TRY ADAMS’ PEPSIN TUTTI-FRUTTI.”’ 


Messrs. Adams & Sons Co. should get 
another driver and promote this wag 
to the advertising department, where 
his intuitive perception of the eternal 
fitness of things will qualify him to 
shine conspicuously. 

It would be qaite a profitable ex- 
periment for those retail merchants 
who write their own advertisements to 
keep track of the most popular current 
events and infuse a little of the ‘‘ news” 
into their announcements, but this must 
be done skillfully and with due regard 
to relevance. At first it may seem 
difficult, but practice will make it easy, 
and tend to perfection in the ‘‘ art.” 

Study the most popular topic—the 
present theme of general conversation, 
the trend of local feeling on some 
matter of importance, and make men- 
tion of it in your advertising. Don’t 
let the allusion be far-fetched either. 
Avoid subjects that are repugnant to 
good taste or likely to cause resent- 
ment. Don’t introduce politics if you 
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can help it—your customers are on 
both sides of the fence. 

If you can be humorous without 
being vulgar, do not lose the oppor- 
tunity. A little fun is a judicious 
leaven in advertising. But, above all, 
be ‘‘up to date.” Be the first to 
have your advertisement in harmony 
with the events of the day; keep it up, 
and you will always be original and 
attractive without any apparent effort 
—even to yourself—at being so. Peo- 
ple who read the papers, and also your 
announcements, will recognize that you 
are quick to perceive, quick to act, 
progressive, enterprising, entertaining, 
and imbued with the spirit of im- 
promptu advertising. 


—_—_—_- e+ 


A BENEFACTOR OF MANKIND. 


An advertiser in the Island (Vt.) 
Herald takes the following method of 
soliciting the patronage of his fellow- 
townsmen : 


A Message to the People of Island Pond and 
Vicinity, by M. H. Davis—Do you know who 
has stood by youu for the last fifteen years and 
guarded you against the curse of ring and 
monopoly, which will lead you to short ra- 
tions ? It not, I will once more remind you 
that I claim to be the man, 1 am the onethat 
lit down in my old birthplace about seventeen 
years ago, with a determination to put a stop 
to robbery in the form of exorbitant prices on 
merchandise retailed to the laboring class. A 
laborer myself, I was obliged to leave my 
home to accumulate sufficient money to em- 
bark in trade, and pay the old debts left be- 
hind—quite a task, I assure you. My old 
townsmen will remember that I did start in 
trade, and all the efforts of my competitors to 
put a stop to my intentions drove me to 
“strict economy,”’ and this has been my 
motto to this day. 

Now, my dear friends, I am still with you— 
not as I was seventeen years ago, with only a 
few groceries—but I now have the honor of 
being the oldest firm in my dear old rocky 
home, Brighton, Vt., and with a very full 
line of groceries and provisions, and with a 
very full line of boots and shoes, and with a 
very full line of ready-made clothing, hats 
and caj)s, carpets, rugs, stoves, furniture, cut- 
lery, tinware, glassware, crockery, clocks, 
watches, organs and sewing machines, wag- 
ons, wood, etc,, etc. Patent medicines of all 
kinds, and my medicines are backed by bank- 
able drafts in every package, and in case of 
no cure, no pay. I would say right here that 
I never intended to intrude on the medical 
fraternity, but | find the wants of the people 
demand it, and I am determined to stand by 
my old friends, inasmuch as they stood by me. 

Space will not permit me to quote all the 
articles I carry in stock, 

I defy competition. I don’t want all the 
trade ; lon conteit with a small share, but I 
wish to say to those who desire to buy goods 
at the very lowest possible prices to call on 
me, and I will take pleasure in showing all 
such through my stock, Yours most respect- 
fully, M. H. Bove, the People’s Friend, 
Derby street, Island Pond, Vermont, 
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READY-MADE ADVERTISEMENTS. 


Original Siapelions in Various Contributors. 





Readers of Printers’ Inx are at liberty to make use of any advertisements appearing 
under this head, but will confer a favor by mailing a marked copy of paper containing same 
to the editor of Printers’ Ink, Newspaper Box 150, New York City. 





For House Furniture. 


ROCKERS 


for stoops and verandas, Fine white willow 
work in artistic designs, Strong, handsome, 
durable. Prices from $1.75 up. 


ROCKERS 


for Kitchen and Dining Room. Comfortable, | 
Combining the useful | 


well-built, and light. 
and beautiful. From $2.50 up. 


ROCKERS 


for Parlor, Library and Reception room. 
Handsomely upholstered in Leather and | 
Plush. Fixed bases, Prices $5 up. 


FULL, LINE & CO. 





For a Fish Dealer. 


IT SAVES 
“LYING. 


When you've had bad luck in your day's 
fishing don’t sneak home through the 
dlleys. Come to us and pick out the fish 
you wish you had caught. Answer in- 
quiries by showing the fish—it will save 
lying. 

Delicate—palatable—healthful. Those 
words describe fish as a food. Nothing 
tastes better—nothing zs better. Always 
the finest and freshest at 


THE FULTON FISH MARKET. 





For a Haberdasher. 


Natty @ @ @ 
New @ @ 
Neckwear ‘j- «= * 





for Summer. 


London says wear this, and Paris says wear | 
that, but to be in line you must wear both : 
not at the same time, however. Artistic taste 
is ‘*bred in the bone.” Our Neckwear buyer 
has it—his selections prove it. Extreme nov- 
elties—dainty colorings, new shapes—and, in 
fact, anything you might desire for a summer 





tie. The latest London and Paris fadsas well | 


as moderate priced goods are in our collec- 
tion. 
“SEEING IS BELIEVING,” 
J. B. WELLS, SON & CO. 


| 
For a Dry Goods Store. 


DUST 


Is said to be matter out of place. Surely 
dust on your garments is out of place. 
Buy a brush and remove it, A good 
cloth brush at 35c. A whisk broom at 
toc. Equally good values in better 
grades, 


H. H. HAY & SON. 


For a Shoe Store. 


QUESTION— 
—SHOES? 


BEST LOOKING 
MOST DURABLE 
EASIEST FITTING 


LOWEST PRICED @ 


| THEN YOU WANT 
THE 


Standard 
Shoes! 





For a Tailor. 


Big Lapels 
‘are the distinguishing feature of the 


newest sack coats. The ready-made 
clothiers haven’t quite got the 


idea yet—but they’ll get there 
—next year, perhaps. In the 
meantime, if you want 


to be 


Well Dressed, 


in a suit that is correct in every re- 
spect, you will come to us. No 
extra charge for posting you 
in regard to styles and 
materials. 
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To Advertise Matches. 


192,000 MILES. 


A Second 


Light is said to travel through space. 

Do you ever think of this a oy you scratch 
a match? Doubtless the sulphur from the 
ordinary match reminds you of how rapidly 
odor travels. 

We have parlor matches for only 8c, a box, 
soo. Wax matches almost as cheap. In the 
same window you will notice night lights and 
many little comforts for the sick room, 


H. H. HAY & SON. 


For Sporting Goods. 


The Tale of 
The 8=-Ib. Bass. 


About the time the robins come, 
and tender little buds show them- 
selves on bare trees, a vague feeling 
of unrest comes over a man, It’s a 
feeling that means fish. After it 
first clearly defines itself he never 
knows happiness till he is sitting in 
his boat, a big straw hat on his head, 
and his finger on the reel. And then 
the 8-pound bass breaks the tip and 
gets away! 

Tips that are strong, rods that are | 
light, quadruple multiplying reels, ir- | 
reproachable lines, and hooks in- } 
numerable are in our stock. In fact, | 

| 





we have everything in sporting and 
base ball goods, at easily reachable 
prices, 


CHAS. MAYER & CO. 


For a Druggist. 


FACE, 
BATH, 
NURSERY, 
CLOTHES, 
DOG, 
KITCHEN, — 
CARRIAGE, ; 
| 


A 
SPONGE 
FOR 
YOUR 





BOAT. 
HAY’S PHARMACY | 


Is Having a Run on Them 
This Week. 
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For a Piano Dealer. 


‘*SOME ONE 
HAS BLUNDERED.”’ 


When a poor piano is sold there’s a whole 
series of blunders behind the transaction. 
In the first place it’s a blunder to make a 
9 piano, if the maker only knew it. 

t’s even a worse blunder for the dealer 
who sells it—hurts his reputation—toses 
trade in the long run, The buyer’s 
blunder seems greatest, because it is paid 
for quickest — most directly. A bad 
musical instrument is a dead loss. It is 
worse than none at all. Like all losses, 
there’s a way to avoid it. The way leads 
into our store. It leads to a Steinway, a 
Hose, a Gabler, a Sterling. 


TONE, TOUCH & PEDAL, 
247 Octave Ave. 





For Men’s Clothing. 


ENSIBLE 
UMMER-WEAR. 


It’s the time for light-weight suits, 
not on account of the caprices of 
fancy, but rather the dictates of com- 
mon sense and comfort. 

Did you ever try a blue serge suit for 
summer wear? They're the best 
kind of goods for knock-about, “ free 
andeasy’’ service. Alwayslovok neat, 
always seem “‘in place,” on sea or land, 
in the office or on the beach, in the 
city or the country—any where in fact. 

We have them in all sizes, different 
grades, from $12 upwards. We 
should just like to show you a suit, 
and let the goods continue the argu- 
ment. 


D. DASH & SON. 











For any business. 


Fourth of July 





LO 


comes but 


once 

ame But 

— A when 
it does 


it brings 
good cheer! 


Buyers will find good cheer at our store in 
the shape of a wonderful aggregation of bar- 
gains, Here are some of them, 
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MAKE YOUR ADVERTISEMENTS 
VIVID. 


Suppose a person should rush from 
a building burning in an inner unseen 
apartment, and exclaim, ‘‘ Fire! fire! 
run for your lives !” but voicing these 
exclamations in measured, moderate 
tones, such as are generally employed 
in ordinary conversation, what effect 
would they have? Who would be 
moved by them, who believe them ? 

Suppose that a dry goods store has, 
by some method or means, evoked an 
extraordinary and spontaneous sale of 
goods. ‘The store is crowded the first 
day. The merchant desires to keep 
the sale going, which is usually an 
easier matter than to start a new sale. 
Thereupon he announces in the news- 
papers, as many others have done: 

**Our store was filled with a great crowd 
yesterday at the sale. Sale continued to- 
day. Come to-day if you didn’t yesterday,” 
etc. 

True enough ; but statements of this 
make-up lack the impulse, the sem- 
blance of the reality, to arouse their 
readers. ‘The form of announcement 
is too ordinary, worn out, threadbare. 
With a crowded store the merchant is 
happy, elated, good-humored. The 
advertising should reflect the mood ; 
and be drawn in terms emphatic, lively, 
imaginative. Catch the true spirit of 
the scene, Mr. Merchant. Put the es- 
sence of it into the newspapers. For 
the second day or second week of the 
sale wouldn’t something like this be 
more stirring and enthusiastic ? 


Was There Ever Anything Like It ? 


- Long before 9 o’clocka great company filled 
the sidewalk in front of our store. 

Down the street, up the street, the dense 
crowd waited patiently for the doors to open, 

Every one of the hundreds knew that great 
bargains awaited them. 

Every one knew the value of our promise, 
They were there because of that promise and 
because of their faith in it. 

They filled the store in a moment ; they saw 
and they were conquered, 

They came pretty near conquering us, too. 
We were obliged to close the doors at times, 
the store was so full, 

How our clerks bent to the work! 

How the goods went ! and then, when night 
came, how the hands went down, tired with 
the strain, every eye bright though, BE- 
CAUSE every clerk knew that one of the 
greatest days in our histury and in their 
history had passed. 

To-day the work will be continued. 

Doors open at nine,to give us time to get 
all things in order. 

You'll come again for more of the goods 
you bought yesterday. 

You'll come with your friends whom you 


told “all about it,” 
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The same bargains will be here, just what 
you’ ll want this spring. 

‘We'll welcome you again, and all your 
friends, 

Does not the above read more nearly 
as if the merchant were actually and 
verbally telling the story of the day to 
somebody? It seems as if he wrote it 
right in the midst of the rush and 
stopped to catch his breath between 
each sentence. 

The public’s imagination must not 
be left to conceive the scene of the 
great sale and the crowded store. Use 
your own imagination, Mr. Advertiser, 
or the people will be partly insensible 
to the facts of your great store event.— 
Dry Goods Economist. 

<cientlansientililitein 
A NUISANCE. 
From Town Topics. 

There is a statute of the United States 
which forbids the sending of lottery circulars 
or obscene matter through the mails, and thus 
to that extent the public is protected from a 
nuisance, It isa pity that the law did not go 
far enough further tostop the intolerable prac- 
tice which tradesmen have run into of Jate of 
sending out under sealed and duly stamped 
envelopes, exactly like a letter, a circular ad- 
vertising some of their goods or their business, 
A man well known in society finds about half 
his morning mail, which he is put to the 
trouble and loss of time of — composed 
of this sort of annoying matter, Surely, in a 
country where newspapers and journals of 
every sort are so plentiful and so generally 
read, their advertising columns ought to af- 
ford ample chance for everybody to make 
known to the public his or her business. Peo- 
ple can read these advertisements or not, 
then, just as they like. If one’s time is lim- 
ited in the morning, one can read the news 
and skip the advertisements, Not so with 
one’s mail, A man feels bound to opensealed 
envelopes addressed to him, and that he 
should be frequently vexed to a point causing 
him to resolve never to patronize the person 
who imposed the circular on him, is not a mat- 
ter of wonderment. I suggest to tradespeople 
that at least they should restrict this sort of 
thing to circulars sent with penny stamps, un- 
sealed, and give the victim the opportunity of 
chucking it into the waste basket at once. 








BANDITS FOR ADVERTISING PURPOSES. 
From the N.Y. Commercial Advertiser. 


Corralling the fierce bandit and using him 
as a picturesque advertising sign is becoming 
a business. Several weeks ago Senor Garza, 
in one of the great avenues, was perched in 
the window of a haberdashery and labeled: 
“* Captured by the Blanks,” the name of the 
firm. ‘The senor wore an immense sombrero, 
a gold watch chain a yard long, fancy stripes 
down his trousers’ legs, and long hair a la 

3uffalo Bill. His looks drew great crowds. 
But something has happened, for the bandit, 
it seems, has been captured by a drug store 
next door to Blank’s, There he disports his 
border costume and his fierceness, and a label 
tells that he has discovered soap, Thus the 
merry competition goes on, and Garza, the 
only genuine bandit on exhibition, is coining 
shekels at per diem rates instead of slaughe 
tering at cut rates, 











PRINTERS’ INK. 


Classified Advertisements. 


ments under this ier this head, two lines or 

“enor thout display, 25 cents a a Tine. Must 
handed in one wee. ‘in ad’ 
WANTS. 

A JOB press, Liszt. DWIGHT KEMPTON, 





ANUAL full of helpful hints on newspaper 
A a 5 advertising, for 50 conte. Address Printers’ 


Y person advertising in PRINTERS’ INK 
Ax e amount of $10 is entitled to receive 





the LA. for one year. 
ANTED— You lad stenographer, of four 
W years’ Ras pet g lady desires position. Ad- 
#9,” ffice. 
V reel want a re sof Sabie reliable d in the U. 
8. who handle c Address CORTEZ 
CIGAR CO., Savannah, 
Ww4 ANTED lite ot names of Theosophists, 
ritualists, C nowy, gama Address 
- ZECEA, ” Union ‘illawe < 





Jhio. 
Wy Ake tae send sample cop. end 
advertising rates of their rs to 
HAYNE & CO,, Dearborn | St., Chicago. 


50, 00 AGENTS’ letters for sale or on loan. 
All 1892 letters. ices low. For 
somaien and address Box 15, Bachmanville, Pa. 


ben gy 19th century circulator for one 
of the leading newspapers of the U 3. ust 
have highest ——— Address “ LIGH 
rs 


NING,” care Printe 

V 7 ANTED—A sober young man, that under- 
stands all the branches of the as 

(wade, capes etalty 72%. wishes ee A 

dress J. COL care Pri Printers’ 


win sir NB Dall CANTON (Ohio) 
VOLKS-ZEI Daily, established 1886 ; 
weekly, 1879. Only German papers in Stark 
county. Send for rates and sample copy. 


Y ANTED—Orders—We set furnish r 
i) and print ; , abenten, departmente miscellany 
‘or 


UNI PPG: CO co., bY: Vandewater id New Vork. 


i ie YOUNG aoa Ly one. one of 

1 a ie East 
would like to locate in new field. "Bast or West. 
Doss P “D. M. H.,” Printers’ 


Lf by young man of fifteen 
successful experience as advertisin 
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E WANT to do ting for x3 
PRINTERS’ INK P! , 10 SS aprese St., 


J te A 7 Wester agency for one or two more 
estern newspapers desired 
by a wellknown yeectal agent of experience, re- 
ee one oe large acquaintance, os o ers 
service and refers to 0 
this ine. ~~ ; EASTERN RESENTA- 
TIVE,” care Printe 


ro an nahin man, who can command a 
nally line of general advertisil 

| =~ — fine ee pormeney is 

py a yoy business. Mone 

ag the man. Address “ CON 

P. O. Box 1,370, Boston, Mass, 


——__—_- + -—___— 
ADVERTISING AGENCIES, 


ou wish to advertise an: ty awe, 
al A time, write to the GEO. KOWELL 
ADVERTISING CO., 10 Spruce St., New York. 





ADVERTISING MEDIA, 
Gears TELEGRAPH. 


7s LIVINGSTON ee nee, the leading 
weekly paper of! Montana. 





A ts ANY, N. TIMES-UNION, every even- 
4\ ing, and WECKLY TIMES, reach everybody. 
circulation. Favorite Home paper, 
WISCONSIN AGRICULTURIST, Bestee, Wis., 
circulation over 30,000, proved by P. O. re- 
ceipts. Advertising only‘ 20 cents a line. World’s 
Fair office 215 Dearborn St., Room 1101, Chicago 


one. Central, Southern, and Southeast- 

0 offer a rich field for advertisers. 

Titk woo. Stats gOUERAL Dot ily, 12,500; 
Sunday, 17,000. Weekly, 23,000—cover the 
field. All leading advertisers use it, 


Ts Hudson (N. Y.) DarLy REGISTER was one 

of the o: members of the Associated 
Press, and still retains high i in that powerful 
news organization. The the favor- 
ite home paper. . PARKER R WILL AMS, Edi- 
tor and Proprietor. 


HE JUDICIOUS ADVERTISER always seeks 

to attract the attention of the 
Tons dail oot Easter Ww hington and 
ng ly paper o mm Washington an 
Northern Idaho, this result is effected. It pays 
to keep everlastingly at it in a paper which 
everybody reads. Rates quoted upon application. 


Cer ADVERTISEMENTS in PRINTERS’ 
— n with a two-line letter, but have no 
ay 








and pasteees manager live < op Seo eeaty paper in city of other - Vader headings of Advertising 
eighty, Se oumad, Feferences. Ad- Media, 8 upplies es, Miscellaneous and For Sale, 
C. L.,” Pinte Tok = Wants, B Postin and Distributing, Ad- 
vertising Novelties, and Add i 


atin “ad” writer and window dresser, 
ceed att out tala ae 
earn ouble his 0} n 
sale of ideas first ro ade re 
money wanted. “CANADIAN, Rome Printers’ Ink. 
y J ANT ADVERTISEMENTS in PRINTERS’ INK 
under this head, four lines (twenty-five 
words) or less, will inserted one time for one 
dollar. For additional s 
sertions, the rate is 25 cen’ 


e, or continued in- 
a line each issue 


Finone SSING attracts trade. Ideas on every 
4 x of the 160 pages (9x1 2) of “A fD og 3 OF 
* mo Pg cost of entire 2.00, 

d for sample GRIF TH, 


tLe CaDYCO.. Embossers, Holyoke,Mass. 


WaAxtnn-to furnish News, Original Stories, T' 

iscell: , Farm, tion and Mining 
Articles fora few good ae ies. Fifteen years’ 
experience as corres rter and editor 
JOEL SHOMAKER, 83 * t Lake City, Utah 


I UCKY +p in my possession a plant 
4 which has cured every case of eptlopey or 
fits where it has been tri Want person with 

. He can make a a $1,000 000. ll or write 
or names of patients and particul. ars. 49 N. 
Willow St., Montclair, N. J. 


‘RANKS WANTED—To cranks the world owes 
/ its greatest reforms. There is one building 
ond loan crank in every community, and we 
ant to know him. Send a card to THE N 
TIONAL BUILDING AND LOAN HERALD, 136 
Liberty 8t., New York, N. Y. 





nden 
Ry St. St. 


ressi 
Illustrators and [llustrations and Advertisement 
Constructors, 4 lines (25 words or less) will be in- 

serted once or two lines (12 words or less) twice 
for one “dollar if the cash accompanies the order. 
Additional ‘space or insertions charged 25 cents 
a line each issue. 


Tet ENTERPRISE, Brockton, Mass., solicits, 
through Printers’ Ink, good class of adver- 
ng, and no other. Don’t send any _ proposi- 
fone se tor blind or snide advertising, or lost man- 
od, or feeds 70h cb pill remedies. Our circu- 
lation exceed 2 per day, and is un- 
uestioned rates, 17c. and 22c. per inch per 
jay. ve- ae solid ads, $1.50 per month ; six 
days, 50c. Population of Brockton, 30,000 ; 25, 
mere ja adjoining towns tributary to Brockton. 
NTERPRISE is well printed, ads tastefully 
ae bane and is read by a large number of in- 
pene ped ‘middle-class people, who earn good 
id have money to spend. Send for spec- 





imen A - 
—_——- + + > —-—_—_ 
FOR SALE. 


BUYS 1 INCH. 50,000 copies Proven. 
WOMAN’S WORK, Athens, Ga. 


$3.5 
et 

AZETTE ADVER’T RECORD—For rs, $1. 
G Testimonials. GAZETTE, Bedford rd, Pa. 


Ji me te ILLU STRATIONS for papers. Cat- 
AM. ILLUS. CO., Newark, N. J. 

NE of the best local papers in Central N. ¥ 
complete outfit. Address “J, 8.,” Printers’ Ink’ 
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bber. 


pam. 8 oes , Baltimore Rotary Jo! 
* Pal sell cheap for cash, Ad- 
dress Box ib, Pachmanvilie, Pa. 


$3, 000 JOB PLANT for 


gees. Chance 
hg eek to ie to business for 
yourself. SR 9,” Akron, O 


$50 beng aed time or real estate 
near Philada., buys Dem. Iowa per ; 
co. ore forty quires; b. 1872; g busi- 
ness. Address “ ASH, ;” Printers’ Ink. 
OR BALE Southern after Sipestove r * < 
I centrally inhathtants ; ree 
through tink lines ; healthy. ioe 


tion ; — at dress, for 
particulars, = patronage A Ink. 


\ 


] HITE ‘MOUNTAINS— For sale or to let, a 
handsome, roomy, attractive summer resi- 


dence and farm ys and stocked. 

For illustrated descripti ive rye a dfuil — 

eae dress “G. P. R.,” P.O. Box 672, New 
ork. 


Fee SALE—At a ‘bargain, lot of “Contour” 
type (slightly used), consisting of 9 fonts 12- 
5 fonts 24-point, 5 rats .o and 1 a 


9 
“Address. “ BEE VE," 


obn rinting office, run by yas ane | Estab- 

ed 10 years ; censoring © lendid had 

eae; in the best tow lina ; 3 job- 

bers, 1 Cottrell cylinder, pew. Terms $s: 
Peoooe for sell: qenee of business. C 

NIER, Winston N.C 


PREMIUMS. 


OOKS FOR PREMIUMS—If you want to u 
books we can Nive br Xt ou at lowest wioes. 
Address J, 8. OGILV. 7 Rose St.. New York. 


7 EW illustrated catalogue of the best premi- 
4‘ ums for a pers and manufacturers now 
ready Send for itand get new business. HOME 


COMPANY, 142 & 144 Worth St., New York. 
ILLUSTRATORS AND ILLUSTRATIONS. 
ANDSOME ILLUSTRATIONS for papers Cat- 

alogue, 25c. AM. ILLUS. CO., Newark, N. J. 


OMIC KUTS for newspay wepeper advertisers. 
for $10.00. ADVERTISING FIEND, Cadiz, é. 
af me ye cuts ats suitable | on any business. 
‘or catal Address MER- 


TS" SING 
seerer ADVER TISING CO., Scott "eI Bowne 
Building, New York. 


PE eT 
ADVERTISEMENT CONSTRUCTORS. 


T isour business to write sprertiemneets., will 
you write to ADV. FIEND, Cadiz, Ohio 


DS, circulars and catch- sphrasre prepared. 
SCARBORO, Box 63, Station W, Brooklyn. 


ATCHY, artistic ads written. Designs and 
ilastrations for labels, catalogues, letter 
etc., juced in effective r. 
HOWLAND, Box 512, Rochester, N. Y. 


DS of all a. primers, pamphlets and cata- 
logues prepared in original, effective forms. 
IMustrations made and entire cha of mechan 
work assumed eatred. Address JOHN Z. 
ROGERS, 769 Monroe St., Brooklyn 








ADDRESSES AND ADDRESSING 


I F you wish to buy lists of names, etree for 
them in Printers’ Ink. 


IT = wish to sell lists of names, advertise 
em in Printers’ Ink. 


A= DDR ss. and Addressing—The U. 8. Ad- 
, 13% Liberty St., N. Y., furnish re- 
fiabie typ Seat written lists of any trade or profes- 
sion at moderate prices. Send for estimate. 
NEWLY-COMPILED LIST of 22,000 aaver- 
tisers, with their commercial rating, for $15. 
For fuller information, address PUBLISHERS’ 
COMMERCIAL UNION, Evening Post Building, 
Chicago, Ill 
JERSONS who have facilities for bringing ad- 
vertisers and consumers into contact through 
liste of names and addresses may announce them 


in 4 lines, 25 words or loss. under this head once 
for one dollar. Cash with 
continu 


order. More space or 
ed insertions 2% cents a line each issue. 
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ADVERTISING NOVELTIES. 


M4z ABLE novelties wanted. A. D. PER- 
KINS, 11 & 13 Center St., New Haven, Conn. 


ETTERS re aides (deceptiv: 
imitations). reduced ; any qu ress added to 
match. KING, 89 William St. 





Ce for advertising purposes, by the hun- 

dred or thousand ; sing rot clocks with 
advertisement on dial. Address ee 1 nomAe 
CLOCK CoO., 49 Maiden Lane, New Y. 


T= COLUMBUS PUZZLE ( (copyri, = Lat- 
est advertising novelty, combinin: Gmely 
and — advertising at low cc pnd 


os! 
COLUMBIAN ADVERTISING 


on ples. 
MPANY. Ps Provident 


ror the purpose of inviting announcements 

of Advertising Novelties, likely to benefit 
reader as Sag as advertiser, 4 lines, 25 words or 
less, will be inserted under this head once for 
one dollar. Cash with order, More space or con- 
tinued insertions 25 cents a line each issue 


SUPPLIES. 
I EVEY’S INKS are the best. New York. 
4 








7’ AN BIBBER’S 
nters’ Rollers, — ; 
66 PEERLESS” CARBON BLACK 
For fine Inks—unequalled— —Pittsburg. 
TS TYPE from BRUCE’s NEW YORK TYPE 
FOUNDRY, 13 Chambers St., New York. 
and cheapest. Get their prices before 
pure! 


TS PAPER is 
tured oy the W. 
CoO., L’t’d, 1 a St.. 

to cash buyers. 


printed with ink manufac 
WILSON PRINTING INK 
New York. Special prices 


DALE peal M. Plummer & Co., 161 
William St., N. Y., sell every kind of paper 

used by +~+~ —4 and aes at lowest prices. 
Full line quality of Printers’ In 


BILL POSTING & DISTRIBUTING. 


wo I NAIL up signs oad distribute circulars. 


F. ROWELL, Stamford, Conn. 


pointe in all its branches, at reasonable 
D's 
Address N. B. THORNE, Hartland, Me. 


c. Cc. bene West Berkshire, Vt., pte a 

ly distributes advertising matter, pa 
samples, etc , direct to consumers in Nort ern 
Vermont. Faithful service guaranteed. Write 
for terms. 


roo the purpose of inviting announcements of 

addresses of local bill posters and distrib- 
utors, two lines (12 gee he less will be inserted 
twice under this ing for one dollar, or 
three months for #650, or ayear. ( with 
the order, More space 25 cents a line each issue. 


MISCELLANEOUS. 
| Paden INKS are the best. New York. 








7 AN BIBBER’S 
Printers’ Rollers 


Ris TABULES banish pain and prolong 
life. Your druggist will supply them. 


PA5zER DEALERS—M. Plummer & Co., 161 
ee rw N. Y., sell every kind of paper 
used by prin ters and publishers at lowest prices. 

Fall line quality of Printers’ Ink. 


;e new “ HANDY BINDER” for PRINTERS’ 
INK is an admirable device for the preserva- 
Con of your copies of PRINTERS’ IN aaa _ 
neat and serviceable. We will send it, post- 
paid, on receipt of 60c., the cost of the “ Bind er.” 
Address PRINTERS’ INK, 10 Spruce St., N 


‘ie the readers of “ Printers’ Ink” A 4 have 
not already received it, a ome ot e Mag. 

nificen ogue 0 w 

ifi t Catal f “ KELLOG Lists » ili 
be sent free upon Fy Same gar This book con- 
tains nearly undred ful Tllustra- 
tions representing fac-similes, in colors, of 
some of t ¥ le gy e articles advertised in those 
celebrated lists LOGG NEWSPAPER 
COMPANY, 67 Tribune Building, New York, and 
370 Dearborn St., Chicago. 
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ONE OF THE SIX GREAT JOUR- 
NALS OF THE COUNTRY. 


In the steady advance that American 
newspapers are making, there has been 
no more conspicuous example of pro- 
gress than the San Francisco Exam- 
iner. 

It is the judgment of most unpreju- 
diced newspaper men that the Axam- 
iner is one of the half dozen papers 
that are entitled to be grouped as 
journalistic leaders. 

It is cleverly written and soundly 
edited, and enterprise shows in every 
line of it. Particularly, it is excellent 
in illustration, 

Mr. Hearst’s ability to produce a 
great newspaper was strikingly shown 
in the Examiner's Columbian number, 
issued Sunday, June 4. That issue 
contained 120 pages, with a handsome 
lithographed cover. Unlike most of 
the bulky ‘‘ special numbers” that 
newspapers have issued at various 
times, every line of the Columbian Z.x- 
aminer was worth reading. 

Its first object was the patriotic one 
of exhibiting California and her indus- 
tries in the most favorable light. The 
object was certainly attained. Califor- 
nia’s manufactures, her fisheries, and, 
above all, her vineyards, not to mention 
her literature and art, were treated of 
extensively, and illustrated with perti- 
nence and picturesqueness. 

The Yournal exiends its heartiest 
congratulations to its Golden Gate 
contemporary.—Vew York Fournal, 
Fune 11, 189}. 





selina omnes 
THE “SAN FRANCISCO EX- 
AMINER.” 


On Sunday, June 4th the San Fran- 
cisco Examiner, one of the brightest 
and best edited papers published in the 
far West, issued a ‘* special Columbian 
World's Fair edition,” which, from 
both a literary and artistic standpoint, 
was excellent. ‘The Zxaminer is not 
the first paper to publish a special 
World’s Fair edition—some that we 
have seen have been decidedly praise- 
worthy—but it can be truthfully said 
that this number equals if it does not 
surpass those thus far issued comem- 
orative of the great exhibition at 
Chicago, It seems high praise, but it 
can be safely added, that this issue of 
the Examiner compares very favorably 
with that mamoth, though tasteful edi- 
tion of the New York Wordd of Sun- 
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day May 7, when that great daily cele- 
brated its tenth anniversary under the 
guidance of Mr. Joseph Pulitzer.— 
Philadelphia Ledger, Fune 12, 1893. 


EDITOR HEARST’S GREAT PAPER 


The palm for the big editions goes 
to the San Francisco Examiner, Last 
Sunday morning it issued a special 
World’s Fair edition which consisted 
of 120 pages, and several of the pages 
are in coors, too. Among the contrib- 
utors are Bret Harte, Joaquin Miller, 
Allen P. Kelley and others of equal 
reputation. ‘The edition arrived in 
New York yesterday, and Mr. Isaac 
Allen, New York correspondent, pre- 
sented a copy to Daily America. It 
would take several days to read this 
edition of the Zxaminer, but one can 
see at a glance that Mr. William R. 
Hearst, its editor, has an eye for the 
beautiful, and Mr. Samuel Chamberlain 
and the other bright young men who 
follow Mr. Hearst's instructions have 
a knowledge of newspaper making that 
is not excelled in this country.—NVew 
York Daily America, Fune 1f, 1893. 


A LITERARY MASTERPIECE, 


The Zxaminer of San Francisco is- 
sued on Sunday morning, June 4, a 
‘* special Columbian World’s Fair edi- 
tion” of 120 pages, which is an artis- 
tic, typographical, and literary master- 
piece. Its readers were greeted with 
a frontispiece in colors, in which were 
presented a very beautiful young 
woman with wings, some very beauti- 
ful roses, and a very beautiful boy. 
The contents of this special edition are 
diversified and entertaining. History 
receives a valuable addition in an 
authoritative and well-illustrated ac- 
count of how Sullivan was licked, and 
the beauties and advantages of the towns 
and cities of California are entertain- 
ingly recorded. The topics of mis- 
sions, fruit growing, irrigation, mining, 
ocean transportation, trees, fish, and 
big game are all well considered, and 
the conclusion is an instructive essay 
on the greatness of the Examiner as 
a daily newspaper.—New York Times, 
Fune 11, 1893. 





The little 50 page, 60 page, 75 page 
and 100 page issues are quite outdone 
by W. R. Hearst’s 120 page number 
of the San Francisco Examiner.— 
Boston Record, Fune 13, 1893. 
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PRINTERS’ INK has had somewhat to 
say concerning ‘‘small advertisers,” 
and suggestions have been made that 
more space should be devoted to the 
interests of this particular class, But 
PRINTERS’ INK is cosmopolitan ; it is 
intended for all advertisers, without 
distinction, and hoids that the gener- 
ally accepted rules applicable to the 
one who expends upwards of $100,000 
in the newspapers may be observed 
with equal propriety by the one who 
expends $250, or even a smaller sum 
still. 

Most failures in advertising are to 
be attributed to the vanity of the ad- 
vertiser, who thinks he knows it all, 
and who, disregarding wise instruction 
or the example of others, begins 
ab initio upon maxims of his own, and 
pursues them until he accomplishes his 
undoing. 

It is the man of experience who in- 
vestigates every step of his way, and 
has a reason for every action. It is 
the novice who thinks he knows a 
better way, and follows headlong the 
direction of his own fancy, until he 
fails disastrously, and then cries out: 
** I have tried it, and it doesn’t pay.” 

The large advertiser usually begins 
in a small way; as he succeeds he in- 
creases his expenditure and his busi- 
ness proportionately. Those who are 
denominated the small advertisers of 
to-day, if they pursue a right path, 
and have a business capable of war- 
ranting it, will be the large advertisers 
of to-morrow. Some of the most 
noticeable mistakes of the beginner are 
these: He trusts too much to his own 
judgment. He thinks he can select 
the mediums that will pay him better 
than one of experience in such mat- 
ters. He is governed too much by 
amount of circulation and not enough 
by its quality. He favors the papers 


he likes to read, imagining they must, 
of course, be also best for his adver- 





tising purpose, and ignores those which 
he personally dislikes. Many a coun- 
try merchant or other tradesman ad- 
vertises liberally in the local newspaper 
with which he is in sympathy, politically 
or otherwise, but ignores a better one, 
opposed to him in politics or some 
other issue of the day. ‘The Prohibi- 
tionist will select the Prohibition paper 
of his town or county almost uni- 
versally in preference to a neutral 
newspaper having a better circulation 
among the very classes he desires to 
reach, ‘I'he Baptist will pay the Bap- 
tist paper he reads $50 rather than $25 
to the Presbyterian paper he dislikes, 
but which would give him twice the 
service for the money. 

Again: He prepares a list of papers 
without experience or knowledge; 
sends it to a host of agencies, request- 
ing from each one an estimate for a 
certain number of lines a certain num- 
ber of times; accepts, of course, the 
Jowest estimate, without regard to the 
quality of the service to be returned 
him, and thinks he has done a smart 
thing. The service received and the 
price paid in such cases usually agree. 
He pays too little attention to his ad- 
vertising matter—is too economical in 
the use of space in electrotypes and 
proper display. The remedy for all 
these errors is so obvious, comment 
thereon appears unnecessary. 


Wo. REAGAN, of Reagan & Clark, 
the well-known New York bill-posters 
of 21 Ann street, contributes an article 
to this issue of PRINTERS’ INK, descrip- 
tive of his peculiar business. He is the 
oldest bill-poster in New York, and 
has seen many changes in the business. 
At one time amusement ‘‘ paper” was 
about all he put up, and it was never 
thought that general advertisers would 
use bill-board advertising to any great 
extent. Now we learn that one well- 
known newspaper advertiser has made 
a $50,000 contract for this form of ac- 
cessory advertising. 





THE Elberton (Ga.) Star issues a 
rate-card, from which it appears that 
the rate for a column for a year is 
$1oo. This announcement accompanies 
it: ‘‘ We have taken considerable 
trouble in formulating the following 
low rates of advertising.” On its let- 
ter-head appears this announcement : 
‘* Largest circulation of any Georgia 
weekly. The Atlanta Constitution 
will please take notice ! 
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PRINTERS’ INK invites advertisement 
writers to contribute to its department 
of ‘* Ready-Made Advertisements.” 
For all accepted matter the writer will 
be paid, and, if desired, his name will 
also be printed in connection with his 
work, 





THE Memphis Commercial guaran- 
tees toits advertisers 12,500 actual bona 
fide daily subscribers, and 15,500 Sun- 
day subscribers ; also 40,000 subscrib- 
ers to its weekly edition, and further, 
that it has 50 per cent more daily and 
Sunday circulation, and 100 per cent 
more circulation for its weekly edition 
than the Memphis Afpeal-Avalanche. 
In putting out this announcement, Mr. 
W. G. Holmes, the business manager, 
asserts that: ‘‘ It has been found neces- 
sary to counteract the fraudulent state- 
ments made by the Appeal-Avalanche 
in recent newspaper directories, 


Ir has been asserted that there is a 
Post-Office law or regulation making 
it illegal for a publisher to mail news- 
papers at second-class rates when a 
contract has been made with an adver- 
tiser that the edition shall consist of a 
specified number. A case having been 
recently submitted to the officer of the 
P. O. Department at Washington who 
has charge of such matters, he makes 
the interesting point that publishers, in 
such cases, are what King David said 
ail men were: liars. Interested per- 
sons are referred to the case of the 
Hearthstone, printed on another page 
under the heading of ‘* Postal Usages.” 





Cot. JAMES GAYLER, who was at 
one time reported to be the choice of 
the Administration for the position of 
Postmaster of New York, and who has 
held the office of First Assistant Post- 
master of this city for many years, is 
advocating the enactment of a law ad- 
vancing the rate of postage on all sam- 
ple copies to four cents a_ pound. 
Last week was reprinted a letter ad- 
dressed by him to the New York 
Evening Post, together with a letter 
from another correspondent on the 
same subject. Col, Gayler was re- 
cently approached by a representative 
of PRINTERS’ INK, who had the foi- 
lowing conversation with him ; 

‘**Col. Gayler, I notice, in the New 
York Zimes of June 5, an interview 
with you, in which you state that the 
postal service is congested with tons 
of trash in the guise of second-class 


matter. Were you correctly reported 
in that interview ?” 

** Yes ; it was in substance the same 
as my communication to the Zvening 
Post. 1 advocate, as a remedy for 
this abuse, that postage on all sample 
copies be advanced to the rate of four 
cents a pound.” 

‘** Would you include in these abuses 
the use made of the second-class mails 
by political papers ?” 

‘*Oh, yes. Every campaign time a 
lot of mushroom papers start up, 
which it is never intended to continue 
after the campaign is over.” 

‘** How about the big political dailies 
that have such a great increase in cir- 
culation at election time?” 

‘Tf the increase is in the form of 
sample copies, I should certainly con- 
sider it an abuse—one which my pro- 
posed amendment to the law would 
remedy, But sometimes it is the cus- 
tom for political organizations to sub- 
scribe to a large number of papers to 
be sent to lists of addresses during the 
campaign.” 

‘““Do you also consider that an 
abuse ?” 

“* Well, yes, Ido. There was for- 
merly special provision against that in 
the postal law, but it was removed 
under the administration, I think, of 
Mr. Arthur.” 


Advertising Novelties. 


From the _ Livingston (Mont.) 
Enterprise: An advertising folder enclosing 
a piece of court plaster. 


From the Michigan Stove. Company, 
Clinton street, Chicago: A match-scratcher. 


From W. H. W Cy Jr., 18 Elli- 
cott street, Buffalo, N I A pink, with the 
printed request to “* put it in your button-hole 
and tell your friends that you wear it in cele- 
bration of the removal of Wright, Eleciric 
Printer, to his new and commodious quarters.” 
CUTS THAT DON’T PRINT. 

New York, June 14, 1893. 
Editor of Printers’ Ink: 

The advertisements of *‘ Cottolene ’’ appear 
to be electrotyped and designed with more 
than ordinary skill, to render them attractive. 
This result is attained in such publications as 
use the best paper, ink and presswork, But 
just look at them inthe dailies! There is no 
better printed daily anywhere than the New 
York 7imes. It is a model of an 
neatness, and yet the ** Cottolene” electrotype 
in that paper to-day is unsightly and repel- 
lant. The lines are too fine, and so the in- 
dentures are filled up long before an edition is 
run off, while the blank surfaces take the ink 
and transfer it to what should be white space 
on the paper, SLuG, 
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WITH ENGLISH ADVERTISERS, 
By T. B. Russell. 

Lonpon, May 31, 1893. 
The influence of fashion in advertis- 
ing is not often, if it is ever, remarked 
upon. And yet there is no doubt that 
there is a very distinct tendency of 
advertisements to run in categories at 
a given time. A while ago I remem- 
ber saying here that the feature of the 
hour was the use of white space, and 
so it was. Every one was trying all 
he could to boil down his advertise- 
ment into the smallest number of 
words, and to so arrange those few 
words as to leave as much unoccupied 
space round them as possible. There 
had been, before that, successive fash- 
ions for beauty in design and for ugli- 
ness. Very often you can see two or 
three groups of advertisements—each 
group typical of a fashion—and these 
groups will change together into some 
other fashion more often than they will 
disintegrate and go different ways. 
Just now there is a run on reading- 
matter advertising, which has affected 
even houses like Hudson’s (Hudson's 
Soap), which go in, as a rule, only for 
display advertising. Messrs. Hudson 
have been prominent, lately, among 
those pictorial advertisers who fre- 
quently change copy. <A year or two 
back they were conspicuous for the 
way they stuck to their one block—the 
lantern—already shown in PRINTERS’ 
Ink. A month or two ago, catching 
on to the reading-matter craze, they 
published a little story, in reading- 
matter type, in the Strand Magazine, 
illustrating it by pictures in the same 
style as those used in the editorial 
pages. It covered six pages, and six 
pages in the Strand, with its 300,000 
or more of circulation, cost money. 
Of course, the little story rang in the 
soap pretty often ; it ought to, at the 
price. 
* * * * * 
The Mariani Wine people have been 
using an imitative advertisement also 
illustrated, for their ‘‘ Mariani Album ” 
—a book of testimonials, etc. Even 
Blondeau & Cie, I see in Sylvia's 
Journal for June, are using this form 
for an advertisement, which I think 
they have previously used otherwise. 
It is a disquisition on ‘‘ The Sophisti- 
cation of Scents.” Somehow these ex- 
cellent people never seem to be able to 
recommend ‘‘ Vinolia’’ without scold- 
ing some one. I have noticed suspi- 








cious-looking paragraphs showing the 
best railway to take for the Derby 
(horse-race of the year—run to-day)— 
but there is no telling what these may 
be. Conveyances, railways, steam- 
boats and ocean lines are always in 
touch with the press, and even in high. 
class newspapers I often see a note of 
some railway matter, innocent enough 
in the eyes of the general reader, but 
saying as plain as double pica to the 
expert eye, ‘‘ Free pass somewhere.” 
Consequently, these railway recom- 
mendations may be reporters’ notes, 
inserted by a log-rolling sub-editor, or 
they may be advertisements, paid for 
in accommodation or cash. A year or 
two ago, when I was editing a London 
weekly, I used to get rail and steam- 
boat tickets offered me to go almost 
anywhere, and I have no doubt I could 
go to Chicago three times over, free, 
to-day, if I wanted to. 
* * 

This, however, is by the way, and I 
may have something to say on railway 
and steamship advertising (usually very 
poorly done here) another time. But 
do you not notice, as something of a 
portent, that I—living in the heart of 
the advertising world here, certain by 
reason of my connection with PRINT- 
ERS’ INK to have anything that is 
worth knowing brought to my notice— 
actually cannot tell from the face of 
them whether these paragraphs, which 
I notice so persistently of late, are ad- 
vertisements or not? It amounts to 
just this: That of late there has been 
a movement in the English press—a 
movement in the direction of obliterat- 
ing the distinction between reading 
matter and advertisements. You can 
get an advertisement inserted now, in 
some of the all but very best papers, 
in such a form that it exactly simulates 
reading matter, and is mixed in with 
reading matter, without even ‘‘ advt” 
at the foot. It is only a year or two 
ago that I remember saying in one of 
my early letters that this could not be 
purchased in any English paper worth 
using. The times have moved since 
then. Nous avons change tout cela! 
You can purchase it now. I have had 
occasion to assist in purchasing such 
space to be so occupied, within the last 
few months, to the extent of some 
thousands of inches in some millions of 
circulation, for Dr. Williams’ Pink 
Pills business. As a matter of business 
it was a very satisfactory transaction, 
but I will say frankly that I very much 
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regret the change of journalistic ethics 
which made this satisfactory transaction 
possible. To my mind, in so far as 
the press will sell this privilege of 
using its editorial columns in this way, 
the press is unworthy of its power and 
of its past, and satisfactory as the 
thing is to me as a business man, it is 
a matter of great concern from the 
other standpoint. 
* * * a * 


If I were a newspaper proprietor or 
a newspaper editor, I would kill my 
paper before I would support it by the 
sale of the editorial columns, But, for 
good or for evil, the change has came 
about, and, in the nature of things, it 
is a change that cannot ever be un- 
done. Vestigia nulla retrorsum: 
there is no going back now; but the 
effect on the power and prestige of the 
press will not be a good one, nor a 
small one either. The implicit faith 
of John Bull in his newspaper is being 
undermined, and the general effective- 
ness of advertising will not be bene- 
fitted by the fact. 

* * * * * 

If there were a prize for the best 
design for an advertisement that should 
print well on the commonest paper and 
in the worst ink, on the worst or most 
rapid press, it would be difficult to beat 
this, Hardly anything could spoil it ; 





Perfectly and free from Alum. 
and yet, printed nicely on good paper, 
it looks admirable, and you need to see 
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it in a first-class magazine or illustrated 
weekly to know how well it shows up. 
Another block which has, or, to my 
eye, appears to have the extraordinary 
power of looking larger than it really 
is, is this of Rowland’s Kalydor. It 
w ill be observed, on close examination, 
that the effect is one of perspective— 
the illusion of distance being produced 
by black lines, reduced in thickness as 
they come nearer the spectator, and 
also by the posture of the letters in 
‘** Kalydor,” wherein the initial K 
and final R° slope opposite ways, 
the central Y being the only” let- 
ter that is straight—a device which 
assists the illusion named. Of course, 
the device is not new; similar blocks 
had been ia use for years, but this is a 
striking one, and it is being strikingly 
used. 
* * * * * 
A writer in The Studio, a monthly 
magazine intended for artists, suggests 
as a new hobby that of collecting 
posters (wall-posters, that is), in the 
same way as some people collect book- 
plates, books themselves, old coins and 
foreign stamps. The most obvious 
objection is (and any one knows it who 
has as frequent occasion todo soas the 
present writer) that it is very difficult 
to inspect or to form a judgment upon 
a poster unless you can stick it up on 
a wall or pin it down to the floor, and, 
for any extensive collection, the wall or 
floor space would be an expensive 
item. However, perhaps the collectors 
don’t want to look at their treasures, 
but (as is said to be the case with 
bibliophiles) only to excite the envy of 
others by boasting of them. Com- 
menting upon the article alluded to, 
the Daily News says: 
Itis rather discouraging to be told at the 


outset that to collect oy posters would 
be ** mere childishness.’”’ We were under.the 


impression that—without counting the re - 
ductions of well-known pictures which of 

have adorned our walls and hoardings— pane 
clever things in this way are to be credited to 
English invention. 


Witness that humorous 
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picture which used to be familiar some twenty 
years since, wherein a gang of burglars, who 
were _aere to have been spending an en- 
tire Sunday in the vain effort to pick the lock 
or break open the door of a certain patent 
safe, were seen mopping their perspiring fore- 
heads, utterly worn out and depressed, Mr. 
Hiatt (the author of the article), however, 
gives Jules Cheret, Willette, and other emi- 
nent Parisian professors of the art of pictorial 
wall advertising, the preference, and repro- 
duces some specimens of their work, 
* x * x 


An Australian invention is thus de- 
scribed : 

A most ingenious-general-information-auto- 
matic-machine has been set up outside one of 
the Melbourne railway stations. It is seven 
feet high and four feet broad, and will, it is 
said, give reliable information on quite a 
varied range of subjects, ‘Touch one electric 
button and a list of the best hotels in the cit 
appears; touch another and a theatre playbill 

ides out; athird discloses to view a list of 
the principal omnibus routes, and another the 
cab fares to the various places of interest. 

This looks like advertising, but it is 
advertisement of a kind that can hardly 
be described as ‘‘ bold” or censured as 
aggressive, since it is only forced upon 
the spectator on his own provocation. 
For this very reason, and because it 
would only be consulted by people 
who really ‘‘ wanted to know,” it 
might be good enough advertising for 
some things—if you could pay ‘‘ on 
circulation,” that is, so much for every 
thousand times the button was pressed 
—otherwise—poor, very poor. 

—_—_———— ~ — 
OBJECTIONABLE ADVERTISING. 
From the Brooklyn Eagle. 

Is it not about time for the suppression of 
certain kinds of advertising? The mails are 
largely made up of postal cards and circulars 
of various competitors for business, and it 
seems outrageous that the mails should be 
used to annoy us as they do, and if some of 
our large establishments knew what a nui- 
sance their postal cards were they would let 
well enough alone, and be satisfied with the 
newspaper advertisements, which are all that 
would-be purchasers require. The inclosed 
postal was received at my residence yester- 
day, and | think it a great piece of imperti- 
nence, and the postmasters should suppress 
such matter, as it is abuse of the mail. ere 
is the card: 

Cuicaco, Ill,, May —, 1893. 

My Dear Wire—While I am away I wish 
you to send to , Brooklyn, and have him 
take up, clean and relay all our carpets. — Don’t 
have them hand clubbed in the yard, and thus 
annoy and lose the respect of our neighbors 
by deluging them with our dirt. This will 
give you fiitle, if any, trouble, and if you 
ate tee wish them laid till fall, he will store 
them in his moth-proof room for you till you 
wish them relaid. Your Hussy. 

My wife has decided not to patronize stores 
that advertise by mail, and if all women will 
follow her example life will be less a burden, 
not only to them, but to servants and postmen 
and bells, and oil-cloths will last longer. 
Another class of advertisement should be sup- 
pressed, and that is the plastering up of tele- 
graph poles, the approaches of elevated rail- 
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road stations and the exterior ot cars, The 
mania is carried too far, The Broadway cars, 
New York, now carry tin flags on their roofs 
advertising oats and cigarettes, and it should 
not be permitted, New York, however, is a 
ogee compared with Brooklyn, In Brook- 
yn the elevated roads not only cover the sta- 
tions in and out, but have large boards against 
the rails the entire length of the platforms ; 
shutting out light and air from the houses, 
the stairways are covered and the approaches 
in and out under the stairways. Is this per- 
mitted in their charter and who gets the ben- 
efit of the receipts of these disfigurements? 
It costs $20 per week for one board on the 
Stations, sO you can see what the receipts from 
this illegal advertising is. City Hall square 
is a disgrace. 1 wish a camera fiend would 
take a photograph of the approach to the 
Boerum street station from the opposite 
side of Fulton street and the Lag/e be pre- 
sented with it to make a cut for publication, 
The City Hall has act been plastered with 
ads as yet, but a jockey club has the exclu- 
sive privilege of advertising on the court- 
house premises, Who gave them this privi- 
lege? The open cars on the surface roads are 
rovided with two large boards on each side 
astened to the uprights on which they dis- 
lay ads and assist in making it dangerous to 
board the cars while in motion, Where is 
this advertising craze to end? 
BRrOOKLYNITE, 


A Good Reason—‘* Why do you 
take a Philadelphia newspaper. Hicks?’”’ 
queried Mawson: ‘It refreshes my memory,” 
replied Hicks.—7ruth. 


a 
SOME LEADING NEWSPAPERS. 
ARKANSAS. 


Pp —A weekly, pub- 
ieA att es vAnevaro-s: ciroukenun 
rating accorded to any organ of the colored 
race published in Arkansas. 3 
CALIFORNIA, 

a a 
e moni e OF 7 ‘ar the 8 
of any monthly in California. i 

COLORADO. 
LEADVILLE HERALD-DEMOCRAT—Is 


given a higher circulation rating than any 
other daily in Colorado outside of Denver. 


DISTRICT OF COLUMBIA. 


EVENINC STAR, 


WASHINCTON, 
is the ig 4 daily paper in the District of 
Columbia the exact accuracy of whose cir- 








culation ratings the American Newspaper 
Directory guarantees by a $100 forfeit. its 
record shows a lar average daily issue 
for the past year of 36,986 copies. 
GEORGIA. 
Atlanta, is the only daily r 
JOURN L, in Georgia and its weekly edi- 
tionisone of the (only twenty) weekly pagere in 
the State the exact accuracy of whose circula- 
i for the past f 18,038 i 
issue for the ear 0! copies 
daily, and 11,086 co ies week! . Th 
largest circulation rat! given 
the State. 


any daily in 


ILLINOIS, 
Rights of Labor, Chicago—Of the dozen rsin 
the country devoted to the interest ofthe Knights 
of Labor, this weekly is accorded a larger circu- 
lation rating than any other, with one exception. 


INDIANA. 


ews 
r circulation than any ot 


Aiti 





Th ent 
on_ lai hor "three 


dailies in Indiana combined. Average over 30,000, 
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American Nonconformist: }=3%** 


apolis, has a higher circulation rating is 
ane orded to any weekly new newspaper in Indiana, 


KANSAS. 


pare Fase AQYOCATE — Official State | 5 


organ—credited with 
E55 largest weekly circulation rating in Kansas 


MASSACHUSETTS. 
YANKEE BLADE, Boston. 
No publication in Massachusetts is accredited 
a higher circulation rati ng. 
Farm-Poultry, Boston, _ monthly : regular 
circulation 30,711, much han any other 


publication in Massachuset AF specially 
to th the live stock interest, or t any other 
Poultry journal in the United States. 


M ISSOU RL 


MEDICAL BRIEF, monthly, St. Louis, hee 
a regular issue of 73 copies, guaran 
American News| 
tion than any o 





r Directory, a larger circ aie 
or medical medical journal in the world. 
NEW EW YORK. 
THE 


Daily Metal Market Report, 


202 PEARLST.,N.Y.C 
daily papers rH SS city 


Issued at | 
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SUCCESS Kemmis Pass Co. Baltimore. 
JOB PRINTING Princers Peet 


























Press, N.Y. 
E INDEPENDENT. Own your own news- 
wmeinn for estimates to PICTORIAL 

ES CO., 28 West 23d St., New York City. 

ME SHOW YOU SOMETHING 

if REY, advertise in local newspapers. 
) = for the stu: 

BERMANIA Se Gass 
ond price ‘our directories to U. 8. 

DRESS CO., ‘pox itor, 7, Bradford, MeKean Co, Pa. 

Washington,DC. 3 


ERREIANE Satie 
LET eee et =o 
DIRECTORY | PUBLISHERS, 2 Birce = 
PATENTS iirc 














in U. 8. 
TRADE:MARKS 5." ict 


free. Write. Glasceck & Co., coWashington, D.C. 


PU B Li Always pays 














is one of the Ss six) ‘Ad tee 
the accuracy whose circulation ratings the Washi vertsere 
per Directory quarenttes b; as! maton. B 
a An forfeit. rapaper rd shows a regular ines e) Pi N 10 ew York. 
for the past year of 4 ‘a00 copi ies. 
Giovtend, 
The American | Builder; Book tres 
Fy reulati on rating of any y are | oe: = PAY sable ms 
foctural ailders journal west of New York. ae ‘c. MEITZOrR xin, 
PHONOGRAPHIO . WORLD. New York | n, D.C 
one of the (only fo wo) mon’ uu 
licetions in the city the exact aco uracy of whose 21. COT utitas Darke. = evil cards For ai. 31.00. 
circulation ratings the ‘American News per Di- Senile: stinfaction guaranteed. r 10c. 
rantees by a $100 forfeit. ee we Par mail co} our book, Eti- 
shows a regular issue for the past year of 21,742 quette.” BE sce Toledo, O 


copies. 
hundreds of thousands of stenographers an 
t writers. Libraries and associations alone 
subscribe for over 200 copies. Address 
graphic World, 45 Liberty Street, New York City. 


PENNSYLVANIA. 
PRESS has the largest circula- 
REP: S., — 


Pittaburgh 
that city, viz: 40,964 


tion rating of an 
Colliery Engineer, monthly, Scranton, Pa.: 
the la circulation rating ——— to 





NEW YORK LEDGER 





Order any kind of cuts for prin’ 
have heard from uz. It will pay you 


CHICAGO PHOTO ENG. CO. 





pa an ga in America ———_ thi 


Its cir 





TENNESSEE. 


MEMPHIS APPEAL-AVALANCHE—Is 

reulation rat: for its daily, a 

Sunday and a 

larger circ ion pating Sor its weekly than is 

a = ed to any other y, Sunday or secular 
eekly paper in Tennessee. 


NASH VILLE AMERICAN 


is one of the four weekly Qa in Tennes- 
see to which the American Newspa, tory 
for 1893 accords a circulation o: more than 
12.500 copies each issue. 

is 


wlth rend, READ AC Fi iar 2 


ing of any paper published in 


published at 
— rat- 





Displayed pF eee meer 


50 cents a line ; $100 a page; 25 per cent 
extra Sor specified position—if granted. 
Must be handed in one week 1n advance. 








, Photo Elec 
oN. Y.| 


aa 


UPERIOR Mechanical En 
\_trotype Eng. Co., 7 New Chambers 


ep 


TE LEGRAPH. | 
ratic daily north o} 





ihe, 





FOLINS BOXES 


FOR ALL PURPOSES 










€6 EAGLE MFG C° New HAVEN.CONN 
SINC 


“an of ELD, ARDIRSS 


and 

Wrappers addressed ao 5 A . inery. 
ames guaran’ a correc’ ‘or par- 
ticulars address F. D. BE ‘AP, Prest., 314, 316 


Broadway, New York City. 


WATCHES ~~ 
Are the Best PREMIUMS. 


Address the manufacturers direct. 


THE PHILADELPHIA WATCH CASE CO., 
RIVERSIDE, N. J. 


DODD'S\, Reliable dealing, low esti- 


In ites, and careful service 
Avertisin em given this agency a 
; vertisers 
























standing with ad 
aa equalled only by its influ- 
ois tiene ence with newspapers! 
—— _ | Advertisements specially prepared for our Cents. | 
WEW TORK: 
Werte Berane SEND FOR ESTIMATE. 























746 
THE EVENING JOURNAL, 


JERSEY CITY’s 
FAVORITE FAMILY PAPER. 
Circulation, = = == {5 
Advertisers find IT PAYS! 


We make a SPECIALTY of 





WATCHES FOR PREMIUMS. 


WE Ae INTEREST Oe 
OP US A LIN 
- ‘aenanenas. 
34 Maiden Lane, New York. 








NEW YORK, 
}200, 000 Circulation Monthly ; Guaranteed. | 
PAGE & RINGOT, Publishers. 


ADVERTISING RATES: 
80 Cents per Agate line. No discounts for 
time or space. 
5 per cent discount for cash with order. 








To advertisers who wish to reach the ladies this 
is one of the best mediums in the country. Why 
not try the QUEEN OF FASHION once and be con- 
vineed by the returns you will receive! 


QUEEN OF FASHION, 46 E. 14th Street, 
(union sauane) New York City. 
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eye to Write, Desi d 
Ability Sedasaniinn ted a 








ESSENTIALS OF A SUCCESSFUL 
ADVERTISING AGENCY 
- ARE - 


tractive advertisements—to get 
the best possible effect in the 
smallest space. 
Honesty to work at all times 
for the advertiser ; to 
be ever watchful to secure him 
the best possible terms or spe- 
cial bargains obtainable, 
e to pay all bills on the 
Capita ar aor if found 
correct; to secure the pub- 
lisher from loss in the event of 
failure of the advertiser. 


To secure these three essentials 
Advertisers should address 


The Geo. P. Rowell Advg. Co., 
Newspaper and Magazine Advertising, 
No. 10 SPRUCE ST., N. Y. 











BEST-ADVERTISING 
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PL, 
MOTH DIS PL Ys 
Gontro/led by THE R.Jd.GUNNING COMPANY. 
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Our method REDUCES the cost of STEREOTYPING $ ‘ 
to the MINIMUM, 


TIME SAVED! LABOR SAVED! MONEY SAVED! 





‘_w~wrwerrreryryryrryryryeyee*™ 


BY PUTTING IN ONE OF OUR 
«New Model” Rapid Rotary Web-Perfecting 
Newspaper Presses. 


CAMPBELL PRINTING PRESS AND MANUFACTURING CO., 
NEW YORK and CHICAGO. 
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It is the only Daily News- | 


























| paper in the World that does 
| 





_ | this sort of thing, you know. 
Would you | Doesn’t it strike you that | 
. such an advertisement would | 
like an ; | 
| attract attention ? 
Advertisement | | 
And don’t you think thatQ 
Printed | 


such an advertisement would | 


in Colors in || make an impression? 


THE NEW || Only a limited amount of 
YORK | space is given each week to 


| RECORDER ?| advertisements, and it is neces- | 


sary to arrange well in ad- 


_ —oe—— | 





vance, 


Rates, etc., will be given on 





application. 
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CASE OF “THE ELKS,” 
New York, June 7, 1893. 


Manager Associated Industrial Press, 918 F 

Street, N. %., Washington, D.C: 

Dear Sir—Enclosed we send you two 
leaves extracted from a paper called 74e £//s, 
issued from Cincinnati, but published by Wm, 
P. Atkinson, roth and State streets, Erie, Pa., 
and entered in the post-office at Erie as 
second-class matter. 

We desire to learn from the Third Assistant 
Postmaster-General whether a paper published 
as second class imatter at one place may be 
entered and mailed at another, We desire 
also that you will call the attention of the 
Third Assistant Postmaster-Gencral to the 
proposal made on page 88, which, reads: ‘* For 
three dollars you can secure a beautiful bound 
copy of the ‘ Elks’ Annual Register,’ finished 
in gold and morocco, and 7%e £/ks paper for 
one year.” 

at we want to know is whether it is 
ay od fora publisher of a paper, distributed 
n the mails as second-class matter, to offer to 
sell his paper in connection with a book, de- 
manding and receiving for the two a sum 
equaling only the price charged for the bool 
without the paper. Your reply will oblige 
Printers’ Ink, 
ro Spruce Street, New York. 


WaAsHINGTON OFFice, 
Tue Associarep INpustrRiAL Press, 
gt8 F Street, Northwest, 
Epwarp A, O_pxAm, Gen'l Manager. 
Special News, Reports from Every | 
uarcer, Covering Every Line of 
Trade, Business or Specialty, Supplied i 
to American and Foreizn Class Jour- | 
nal® by Wire and Mail, All Lan- 
guages. Representing in Washington | 
the National Press Teetherace Co. | 
of New York. June 9, 1893. J 
Publishers of Peixters’ Ink: 

Tho Third Assistant Postmaster-General, 
when shown the accompanying paves ex- 
tracted trom 7he Féks, issued from Cincin- 
nati, but published by Wilham B, Atkinson 
roth and Strate streets, Erie, Pa., and entered 
in the post-office at Erie as second-class mat- 
ter, and was asked “‘if a paper published as 
second-class matter at one place could be en- 
tered and mailed at another,” very politely 
offered to treat the question to official exam- 
ination, but that he would not undertake to 

judgment upon the case at that moment, 

e ayain referred our representative to Mr. 
‘ountain, who was seen, ‘That officias an- 
swered the interrogation above with an em- 
phatic negative, but he said, so far as this 
particular instance was concerned, there were 
a number of phases that would bear upon the 
matter, and would require consideration, If 
the main business office of the publication 
was at Erie and the office at Cincinnati was 
simply a branch, he thought no law was being 
violated, but if the main office was really in 
Cincinnati, then the publication ought not to 
be permitted entry at second-c rate from 
Erie, where it was printed. 

The proposition on page 88 of the detached 
pages of 7ie E/ks was shown him, and the 
question was put, “‘ Is it proper fora publisher 
of a paper, distributed in the mails as second- 
class matter, to offer to sell his paper in con- 
nection with a book, demanding and receiving 
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for the two a sum equaling only the price 
charged for the book without the paper.” 

Mr. Fountain was evidently not prepared 
to goon record with a hasty utterance on that 
question, As he looked at the offer in ques- 
tion both of the assistants in his office ap- 
peared to have a sudder. interest in the mat- 
ter, and looked up from their work at their 
chief, who finally said that he would not lay 
down an opinion on this question without fur- 
ther examination, but he would say that he 
“thought it would be best for the publisher 
not tomake suchan offer.” 

It is fair to add that our representative 
found Mr. Fountain avery obliging gentle- 
man, who displays courtesy and patience in 
the consideration of matters presented to his 
attention, and an apparent desire to be fair in 
his decisions, but there is no doubt of the fact 
that he, and the whole Department, are em- 
barrassed at times to successfully construe the 
old laws of the postal service that bear upon 

ew conditions—conditions that were not 
dreamed of when the laws were created, No 
class of people will be more thankful than the 
post-office officials when a more modern set of 
postal laws are enacted. Very faithfully, 

AssociATeD INDUSTRIAL Press, 
(Dictated,) Per Manager, 


New York, June 12, 1893. 
Manager Associated Industrial Press, 918 F 
Street, N. W., Washington, D. C.: 


Dear Sir—In your letter of June goth, re- 
ferring to the practice of the publisher of a 
paper called 7he E/ks of giving a year's sub- 
scription free to a man who paid $3 for a 
book, which question you submitted to the 
Third Assistant Postmaster-General, for the 
cee of learning whether or not it in- 
ringed any law, you report that the clerk to 
whom you were referred (Mr. Fountain) 
would not decide the question without further 
examination, but “would say that ‘he 
thought it would be best for the publisher 
not to make such anoffer’" 

We would like to have you ascertain (if you 
can), for the enformation of the public, 
whether it is the custom of the Department to 
interfere with the practice of a publisher in 
cases like the one cited above, before arriving 
at a positive opinion on the point in question, 
Your reply will oblige Printers’ Ink, 

—— 
WasuincTon, D. C,, June 14, 1893. 
Publishers Pwinvens Ink: 


When Mr, Fountain was presented with the 
interrogation embodied in yours of the rath, 
to-wi:, whether it is the custom of the De- 
partment to interfere with the practice of a 
publisher, in cases like the one already cited 
in reference to Zhe Elks paper, before arriv- 
ing at a positive opinion on the points in ques- 
tion, that official declined to answer, and fur- 
thermore replied that he would ‘have to be 
excused from further answering questions rel- 
ative to second-class matters, except offici- 
ally.”” He said that communications should 
be addressed to the Third Assistant Postmas- 
ter-General, and when it had reached him 
(Mr. Fountain) “ he would give the matter 
the earliest practicable attention consistent 
with the other work of the office.” 

We regret not being able to induce the De- 
partment to give usa direct response, but we 
have done the best possible under the circum- 
stances. Very faithfully yours, 

AssociaTED INDUSTRIAL PREss, 
Per Manager, 
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CASE OF THE N. Y. “ TRIBUNE.” 


New York, June 9, 1893. 


Manager Associated Industrial Press, 918 F 
Street, VN, W., Washington, D, C.: 


Dear Sir—On the 6th of June we asked 
ou to learn the views of the ‘I’hird Assistant 
’ostmaster-General’s office on a proposal is- 
sued by the Press, of Greensburg, Pa., to 
send its weekly and the New York |eek/ly 
Tribune to subscribers at the regular sub- 
scription price for the /ress, thus giving the 
Tribune tree, 

You report that Mr. Fountain, the clerk to 
whom you were referred, said that the mak- 
ing of the offer contained therein did not 
necessarily violate any law of the Departinent, 
Upon being asked if the ‘* nominal subscrip- 
tion’’ clause was encroached upon, he said he 
wasn't quite sure of that, but he supposed rot, 
as the big city weeklies (annexes of daily 
journals) could afford to offer small publishers 
their paper at so moderate a cost that the two 
could be clubbed together at very near if not 
the exact price of one—the smaller paper. 

We now desire you to exhibit to Mr, Foun- 
tain the enclosed copy of the National A dver- 
tiser, & newspaper lor advertisers, published 
in this city and entered at the New York post- 
office as second-class matter, and learn from 
Mr. Fountain whether it would be as proper 
for a paper like the Greensburg Press to 
make the same arrangement with and offer 
the Advertiser on the same terms as the 
Tribune, and if not, what the points are that 
constitute the difference which excludes one 
saper from a right belonging to the other. 

our attention willoblige Pxivters’ Ink, 


WasuincTon, D. C., June 12, 1893. 


Publishers Printers’ Ink : 


GENTLEMEN—When Mr. Fountain, of the 
Post-Office Department, was shown the copy 
of the National Advertiser and asked if it 
could, with equal propriety, make the same 
arrangement with the Greensburg, Pa., Press 
whereby the Press should offer the Adver- 
tiser on the same terms as the New York 
Tribune's weekly edition, that official said 
that was a case that would have to be looked 
into first; that surrounding circumstances 
would have much to do with it. He there- 
upon narrated an anecdote of the young physi- 
cian who, upon discovering that pork and 
beans did not throw his convalescing Dutch 
patient into a relapse, prescribed a dish of the 
same for an Irishman he was attending, re- 
sulting in the immediate death of the latter. 
To apply this illustration, it would have to be 
seen the Department that the Nat/onal 
Advertiser was making this sort of a clubbing 
arrangement as a means of increasing its list 
of subscribers, and not for the sole purpose of 
increasing its circulation for advertising bet- 
terment. 

Mr. Fountain did not leave the impression 
with our representative that such a course on 
the part of the Advertiser would directly vio- 
late any recognized regulation of the Depart- 
ment, but that the infringement, being so 
near an evasion of the ‘nfention of the regu- 
lation, that the Department would more than 
likely be impelled to investigate the case, with 
a possible, it not a probable, unfavorable result 
to the Advertiser, 

Very faithfully ycurs, 
AssociaTED INDUSTRIAL Press, 
Per Manager, 
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New York, June 13, 1893. 
Manager Associated Industrial Press: 

Dear Sir—Referring to your letters of 
June 7th and gth, concerning the right of a 
class paper, the National Advertiser, to do 
what is permissible for a political weekly, the 
New York 7/ribune, you report Mr. Seam 
tain, the clerk in whose Department such 
questions are considered, as saying that in the 
case of the class paper the Deparment would 
have to look into the surrounding circum- 
stances: ‘It would have to be seen by the 
Department that the National Advertiser 
was making this sort of a ciubbing arrange- 
ment as a means of increasing its list of sub- 
scribers, and not for the sole purpose of in- 
creasing its circulation for advertising better- 
ment.”’ 

Upon receipt of your letter a representative 
of Pxinters’ Ink interviewed Mr, George W. 
Best, the advertising manager for the Week/y 
Tribune, and learned thet the scheme for 
clubbing the 7rzdune with other papers orig- 
inated with him; that he got it up for the 
purpose of securing a big circulation, and that 
it has succeeded, lhiaving more than 170,000 
names on its list the last time a count was 
made, 

His soe opjecr in wishing a big cireula- 
tion was to make the paper worth more to ad- 
vertisers, by making the paper worth more 
to advertisers, the profits on the advertising, 
he estimated, would, and it does, in fact, more 
than make up for any loss resulting from fur- 
nishing the paper at lon than cost. 

The price at which the paper is furnished 
is 25 cents a year, and as an additional con- 
sideration, a six-inch advertisement of the 
Tribune appears in the paper entering into 
the clubbing a g t 

The cost of making, printing and mailing 
the Weekly Tribune is more than 25 cents. 

At this point Mr, Tuttle, the business man- 
ager of the /rtjune, was called in and con- 
firmed the above statement. 

Will you kindly present these factsto Mr. 
Fountain, and ascertain whether they bring 
the practice of the 7yzbune into conflict with 
~ postal law or regulation, 

ou will perceive that what the 7r/bune 
is doing is exactly what Mr. Fountain is in- 
clined to think—that the National Adver- 
tiser may not do, 

If Mr, Fountain still thinks that the prac- 
tice is right forthe 7r7éune, although prob- 
ably wrong for the Nasional Advertiser, 
will you endeavor to learn, if you can, what 
is in Mr. Fountain'’s mind that yives to a po- 
litical journal a right which would not, to the 
same extent belong to a class journal, 

Your reply will oblige 
Printers’ Ink, 





New York Trisung, } 
New York, — 14, 1893. f 
Publishers of Prinvers’ Inx: 

GENTLEMEN—In reply to your inquiries, the 
combination subscription arrangement now in 
force between the New York Weekly Tribune 
and a select list of country weekly newspa- 
pers was made by me, and has been under my 
charge for the past year. 

The general plan isto furnish the IVeekly 
Tribune to country publishers at a price 
which enables them to offer it as a premium 
with their own paper, in order to add largely 
to their subscription lists, 

The object of this offer was to increase the 
circulation of the Weekly /ribune, and con- 
sequently extend its influence and add to the 
revenue from advertising receipts. 

Yours very truly, 
Gso. W. Best, 
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PAPERS EXCLUDED WITHOUT NOTICE. 


A System ComPLAINED oF BY CONGRESSMAN Cum- 
MINGS IN His RESOLUTION CALLING FOR AN 
INVESTIGATION OF WANAMAKER. 


New York, June 13, 1893 
Manager Associated Industrial Press, 918 F 

Street, N. W., Washington, D. C.: 

Dear Sir—We desire that you will direct 
the attention of the Third Assistant Postmas- 
ter-General to the fact that Hon. Amos J. 
Cummings introduced a resolution in the 
House of Representatives, December 12, 1892 
in which it was stated that it had been charge 
that ‘‘clerks in the Post Office Department 
are in the habit of excluding newspapers from 
the privileges of being carried in he mails as 
second-class matter, without previous notice 
to the —- that such action is intended,” 
and “‘ That is has been made apparent that it 
is impossible for a publisher to obtain redress 
unless the Department clerk will relent.’’ 

In your letter of May 20th, written in answer 
to ours of May roth, making inquiries about 
the case of the Cincinnati, Ohio, 7/mes-Star, 
you reported that Chief Clerk Madison Davis, 
of the Third Assistant Postmaster-General’s 
office, informed you that if, upon investiga- 
tion, the case seemed to be as stated, the 
Times-Star would be informed that it is vio- 
lating the regulations, etc. 

In our letter of June oth we again directed 
attention to this matter, stating to you that 
in the latter part of the year 1891 PRINTERS’ 
In« issued a proposition which, it has since 
appeared, was under consideration by the De- 
partment for about three months, during 
which time the publishers were permitted to 

© on, entering into contracts by which they 
Cone bound to a large amount, and that 
finally, after their oe te had expired 
by limitation, the Department excluded the 
paper from the mails, without having at any 
time objected to the plan. 

In your letter of June rath, written in 
answer to ours of June oth, you report that 
you were finally referred to Mr, Fountain, 
who informed you in substance ‘‘ That each 
case had to be decided upon its individual 
merits, without any other similar case bearing 
upon the result ; the motive and the animus 
ought to be ascertained in every instance.” 

Mr. Fountain’s admission appears to sustain 
the charge set forth in Mr, Cummings’ resolu- 
tion, and it seemsto us that the new Third 
Assistant Postmaster-General will feel under 
obligation to you for bringing this condition 
of affairs to his notice. 

Certainly, if each case has to be decided 
apon separately, and the ground of admission 
or exclusion in one case will have no bearing 
upon another, the unfortunate publisher who 
is undergoing an investigation is very much 
at the mercy of the clerk, as was set forth in 
the Cummings resolution. 

If the Third Assistant Postmaster-General 
will read Mr. Wanamaker'’s nineteen pages of 
answer to the charges in Mr, Cummings’ res- 
olution, as printed in the Official Postal 
Guide for March, he will observe that, while 
seeming to deny the charges, he, in effect, 
admits the truth of each and every one of 
them, Weare, etc., etc., Printers’ Ink, 
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CASE OF THE ‘“‘ HEARTHSTONE.” 


New York, June 7, 1893. 
Manager Associated Industrial Press, 918 F 
Street, N, W., Washington, D. C.: 
Dear Sir—We enclose herewith a letter 
received from Messrs, J, L. Stack & Co., 


secnnger advertising agents, of St. Paul, 
inn, 

You will observe that they guarantee that 
the Hearthstone, of New York, will print and 
mail over 600,000 copies per issue, and that 
they solicit advertising on that basis, 

We should like to know whether a legiti- 
mate publication, making such a guarantee 
for the purpose of inducing advertising, forfeits 
its right to carriage in the second-class mails. 

Will you please make this inquiry from the 
Third Assistant Postmaster-General, and for- 
ward us your report of the interview, together 
with your bill for the service. Please ascer- 
tain whether it would make any material dif- 
ference whether the guarantee is issued by the 
publisher personally or by his advertising 
agent instead. Very respectfully, 

EpiTor or Printers’ Ink. 
THIS IS THE ANNOUNCEMENT, 
J. L. Stack & Co., 
NeEwsparer ADVERTISING AGENTS, 
St. Paut, Minn., May 22, 1893. 

GENTLEMEN—If your contract is about ex- 
piring, or you are not using the Hearthstone, 
of New York, we would suggest your making 
contract with us for that publication previous 
to July rst, On that date their rates will be 
advanced from $1.75 per agate line to $2.50 
per line, with discount of 12 per cent. for 

early orders. They have now a subscription 

ist Of 500,000 copies per issue. Beginning 
with September they guarantee to print and 
mail over 600,000 copies per issue. We have 
had many flattering reports in regard to this 
medium, and we have no hesitancy in urging 
you to make contract, taking advantage of the 
present rate. Yours truly, 

J. L. Stack & Co, 


WasuincTon, D. C,, June 13, 1893. 
Publishers Printers’ Ink: J steed 

Our representative, with a memorandum 
from your letter of the 7th, called at the Post- 
Office Department and saw Mr. Fountain. 
The propesition of the Hearthstone, offering 
a guarantee of 600,000 copies per issue, as a 
means of inducing advertising, was brought to 
his attention, and the question was put if any 
legitimate publication; making a similar guar- 
antee for the purpose of inducing advertising, 
would thereby forfeit its right to carriage in 
the second-class mails. 

He said that he regarded ‘ publishers’ no- 
tices”” as so much ‘* buncombe,”’ that the 
statements as to extraordinary circulations 
or guarantees of unusually large editions were 
not claimed or acknowledged when the De- 
partment officials had broached the subject to 
the editors, 

He referred toan instance wherea publisher 
made a claim or offer similar to that now 
made by the Hearthstone, and when written 
to by the Department, he replied that the 
statement called into question was one in- 
tended purely for advertisers, leaving an in- 
ference, if not a positive statement, with the 
Department that he had not issued anything 
like the big edition he had claimed when talk- 
ing for prospective business, 

Our representative concluded from his con- 
versation with Mr. Fountain that all a pub- 
lisher had to do, in order to escape the cudgel 
of the Department in a case like this, was to 
claim that he didn’t mean what he had said, 
and that no such editions were printed. 

Mr. Fountain said it made no material dif- 
ference whether the guarantee is issued by 
the publisher personally or by his advertising 
agent instead. Very faithfully yours, 

____ AssociaTep INDusTRIAL Press, 

(Dictated.) Per Manager. 
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CASE OF THE ‘* AMERICAN ADVER- 
TISER REPORTER. 


Wu. G. G. Ratnes, Counsel, 

United States Life Insurance Company, } 

Atlanta Building, 
WasuinGron, D, C., June 10, 1893. f 
Publishers of Printers’ Ink: 

On the 3d of June I addressed the following vert 
letter of inquiry to the Postmaster-General of 
the United States : : ** I begto submit herewith 
a copy of a book called the ‘American Ad- 
vertiser Reporter,’ published annually in New 
York, and which ts not sold to subscribers but 
loaned, merely, at $20 per annum, together 
with a copy 0! a weekly paper also called the 
American Advertiser Reporter, being ‘a 
publication for publishers and advertising 
managers,’ which is regularly furnished to all 
subscribers to the book, the subscription price 
being covered by, and included in, the one 
charge of $20, requesting your opinion thereon 
for purposes of information in the following 
regards: 

1st. Isa paper so published, if in this way 
chiefly it obtains its subscribers, entitled to be 
mailed at pound rates of postage ? 

2d. If itis granted that the credit ratings 
therein regularly published afford the main 
inducement to subscriptions, is the paper en- 
titled to mailing privileges of the second 
class? 

3d. Is there such irregularity, impropriety 
or illegality in thus selling or loaning these 
two publications at the lump price of $20as 
necessarily to exclude the weekly paper from 
the benefits of postage rates on matter of the 
second class? 

4th. If it is granted that the loan of the 
book is regarded as a premium to gain sub- 
scribers to the weekly paper, who pay the $20 
chiefly to have the beneft of i its weekly credit 
ratings, then is it entitled to ‘second-class’ 
postal privileges?” 


To-day I received the following ly from 
Hon. Kerr Craige, Third A Post : 
General: 





Post-OFFICE DEPARTMENT, 
OFFICE OF THE THIRD ASSISTANT PosTmas- 
TER-GENERAL. 
WasHineTon, D. C,, June 9, 1893. ) 
Mr. W. G. Raines, Washington, D, C.: 
Srr—Your letter of the $d inst., relative to ye 
—- of the Ls aay issue of the American A 
published by the ~~ 
Association, 7 “New York City, in connection 
with an annual volume bearing same title, 
has been rece’ 
m seinlpatton of the charectr after a care- 


. pu and 
manner of circulation of the w: cckly insue, the 
m that it is not such a 
periodical as the law comtemnpiates ll pass in 
mails at the second-class rates of \. 

The eae at New York has in- 


pam on third-class postage on al 
opies hereafter offe a for mailing at office: 
is action fypeare Se fully cover the scope of 
in tories > = — 
respectfully, 
Assistant Postmaster. General. 
While the above letter does not embody the 
reasons in detail upon which the opinion is 
based, it is evident that the authority for this 
official action is Paragraph 5, Section 280 of 
the United States Postal Laws and Regula- 
tions, and that the weekly paper is officially 
regarded as published as an addenda or su 
plement to the book, and that it is issued 
rather as an adjunct of the main or private 
business of its publishers; and, further, that 
its circulation obtained in this way is such 
that the paper must be deemed to be fur- 
nished gratuitously to subscribers ; while its 
credit ratings are classed as “ advertising ” 
matter, under said Par. 5, Sec. 280, P. L. and 
R., and so characterize the paper as to ex- 
clude it from the mails as mk on ve lass matter, 
even if the other reasons noted above did not 
maintain, as they do, against its admission to 
the second class, 
Respectfully yours, 
W. G. Rarnes, 








Post-Office. 


different lines. 
upon receipt of 





Any Publisher 


who is thinking of making any sort of special 
offer, for the purpose of booming his subscrip- 
tion list, will do well to inform himself whether 
the plan is likely to get him in trouble with the 
We have published a pamphlet 
containing the results of investigations of the 
second-class postal law, conducted by us along 
It will be sent to any address 


A Two-Cent Stamp. 


— ADDRESS — 
PRINTERS’ INK, 10 Spruce street, New York. 






















Miscellanies, 
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ANOTHER VERSION OF ‘‘ BEFORE AND 
AFTER TAKING.” 
—Puck. 

A Duplication—‘t Mr. Liner,” said 
the editor to his new reporter, ‘‘ be careful to 
avoid tautology.” . 

es, sir.”’ 

“In this report you speak of Mr. Darley as 
a wealthy and inflzential man."’— Truth. 

The Wrong Impiement.—(Rev. Mr. 
Culpepper has called to place the parish ad- 
vertising for the year.) 

The editor—“ Yes, sir; very glad of your 
continued patronage, sir. ‘bhomas hand me 
that file I had just now.” 

The New Boy (who doesn't know a file from 
an ostrich)—‘‘ {Is this it, sir? It’s th’ last 
a ou used,”” (Hands up whisky bottle.) 
—/Judge. : 

A Doubting Thomas.—Mrs. Mea- 
dow: ‘The paper says it’! rain to-morrow. 

Farmer Meadow—It does, eh! Well I 
hain’t much faith in those newspaper predic- 
tions, What does the almanac say ?—/uck. 

City Editor—How was it that Herr 
Haufbranski, the zwreat reformer, failed to 
speak at the Anarchist meeting last night! 

Reporter—Well, he was present, but when 
he discovered that some one had placed a 

itcher of ice water on the speaker’s desk, he 
elt insulted and left the hall in a rage.—Xay- 
mond's Monthly. 


A Practical Little Wife.—Neighbor : 
You’ve got a lovely bedroom now with this 
new carpet. Just put it down, didn’t you? 

Hostess—Yes, just through. 

Neighbor—I thought so from the tacks 
scattered around the floor. You ought to 
pick them up before night or your husband 
will be stepping on them. 

Hostess—No, let them stay. My husband 
is a newspaper humorist, and every time he 


steps on one he’ll think of some new joke j,. 


about it. I hope he’ll make enough out of 
them to pay for the carpet.—V. Y. Weekly. 
A Boom.—EditorBungtown Bugle : 
What circulation are we claiming now? 
Foreman—Nine hundred. 
Editor--Better claim nine hundred and fifty 
pe | week, I got two new subscriptions to-day, 
—Puck, 
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oe I : 
zines,”’ said s. 
= Why? ” | asked? 


** Because,’ she replied, “you cat never 
tell how they are going to tutn out till yollye 
=, 


read ’em through.’’—/arfger's Basar, 


Dentist (sadly)—I am very sorry for 
t reporter. 

— he’ a doctor. 

_Dentist—Well, he’ll never be any good itf 
his business again. I’ve just been operating 
on him and had to kill his nerve—Zx, 

A Living in a Dead ‘Town.— 
Stranger: Seems to me this is a dead town, 

Editor--It is. 

Stranger— How do you manage to make a 
living out of it? 

Editor—I'm_ coroner.—Atlanta Constitu- 
tion, 


A Fatal Defect.—Editor : No, sir ; 
we cannot accept your story, “The Maniac 
Violinist." 1t isa good one in some respects, 
but it has one fatal defect. 

Author— What is that ? 

Editor—You do not mention that his favor- 
ite eee was ‘a genuine Stradivarius,” 
—LuUcr. 

At the Madhouse.—Visitor : Who 
is that dignified, stately man with the white 
side-whiskers ? 

Keeper—He used to be the editor of one of 
our great dailies. 

Visitor—Ah, indeed! And how does he oc- 
nes “A his time here? 

eeper—Writing prose pastels.— 77u/¢h. 


Literature As It Is.—Foreman of 
the editorial room (to office boy); Here. 
Jim, skate up to Flora Jean Bibsey, tell her 
we want two yards more of mush about fac- 
tory girls and millionaires. Ask her to write 
it while you wait. Dropin at Riley's saloon 
andif Capt. Shivers isn’t in a state of alco- 
holic coma, tell him to rattle off a 918 word 
detective story. We will mail him his check 
for $1.30 next week.—Xaymond’s Monthly. 


Local Journalism—Managing Editor 
to City Editor: ‘‘ How many people will you 
quote to-morrow as making favorable com- 
ment on the fact that our paper was a column 
larger than usual to-day? ”’ 

C. E.—** How many do you want?” 

M. E.—** Not less than fifty and make them 
strong.” 

C. E. to office boy—‘' Peter! Write about 
fifty three-line notices of what le think 
about our paper today, Use the names of 
all prominent people you can think of, and 
put some ginger into what you write.”— 
Weekly Journalist. 


A Cautious Preliminary—‘*‘ I want to 
see the editor,’ said the man with aclub. *‘ Is 
he in?” 

“* Yes, he isin,” replied the intelligent office 
boy, ‘* but you had better step into the room 
adjoining rst, and see Mr, Coke. He’s a 


wyer. 
‘* What on earth do I want to see a lawyer 
for? It’s the editor I came to see, and I’m 
going to thrash him,” 

** Yes, that’s all right ; but still you might 
do well to see the beser first. Sen might 
want to make your will. After you have seen 
o editor you may not be able to,”— Brooklyn 

je. 





Printers’ Ink: New York, June 21, 1893. 


















